INTRODUCTION
In today's accelerated development of information and communication technologies (ICT), it is necessary for abusinessto adapt to new challenges and to the maximum extent possible accept new technologies aimed at improving the business performance, better positioning on the market, andas the ultimate goal to achieve more favourable fi nancial eff ects and profi ts. Kotler (2000) distinguishes between a marketplace and a marketspace stating that the marketplaceis physical(as when one goes shopping in a store), while marketspace is digital (as whenone goes shopping on the Internet). Th erefore, the task of digital marketing is to reach as many potential customers or clients as possible by applying an appropriate communication channel and related media, information about products and businesses.
Chaff ey et al. (2009) defi ne Internet marketing as the application of the Internet and other digital technologies (e.g. mobile telephony) together with traditional methods in order to achieve marketing goals. Th e same authors consider electronic marketing as a somewhat broader concept, which besides Internet marketing encompasses both marketing databases and management of customer relationships in the electronic environment pointing to the growing acceptance of the notion of digital marketing that represents the use of various digital technologies (web, e-mail, databases, mobile telephony, digital television) to support the marketing activities that the company is using in order to attract new and to retain existing consumers. Strauss and Frost (2016) use the term electronic marketing and defi ne it as the application of information technologies in the process of creating, communicating and delivering value to consumers, and managing customer relationships in order to create benefi ts for the enterprise and other involved parties.
Th e basic two issues for theindustry to have digital marketing approach, according to Ryan and Jones (2009) are: to have customers online and to have products/services/brands suited for digital marketing. Th erefore, the metal processing industry, which is in focus of this paper, is fully complying with these two requirements for deployment of digital marketing and relevant strategies.
Th e paper came as the result of the analysis performed within the project "Networking local metallurgy for the application of new technologies and strengthening competitiveness"in the framework of the joint program of the European Union and the Government of Germany for Local Self-Government and Economic Development, EU ProLocal, aims to more effi ciently implement new information and communication technologies and cluster organization of metal processing in the area of Prijedor, implemented by the Agency for economic development of Prijedor (PREDA-PD).
Th e basis for thesurvey was the fact that there weren't serious analyses of the use of digital marketing in the enterprises of the metal processing industry in the region of the Prijedor region at all.Th erefore, this survey and project constitute a pioneering contribution to determining the factual situation, but also a very important source of information on planning further development of this area on the example of the metal-processing industry. Knowing that Bosnia and Herzegovina as a country is arelatively small market with amodest number of Internet users (69.3% penetration), digital marketing appears as an excellent tool to improve primarily the visibility of the 24 metal processing companies in Prijedor region and their products thus to increase sale and profi t. Th e results of this poll can make a signifi cant contribution in many ways:
1. 1. Surveyed enterprises can learn about their advantages and disadvantages depending on the degree of use of digital marketing in practice 2. 2. Decision makers, at the level of the City of Prijedor, but also other stakeholders, can learn about the level of information and the need for further education of entrepreneurs in the fi eld of digital marketing. 3. 3. Th e results of the PREDA-PD Agency may indicate thefurther development of project activities, both in the area of the metal industry in the region they cover and in order to promote capacity for participation in international projects. 4. 4. Scientifi c and educational workers, students and students who are studying this area in more detail, in the area of Prijedor region or wider.
METHODOLOGY
Th e subject of this research is related to several questions, such as:Do the companies in the metal processing sector in the Prijedor area know and use the digital marketing tools?To what extent marketing in the company is oriented to the use of modern communication channels such as social networks?Do businesses generally intend to use these media and tools to achieve better promotion and better performance in the market?
Th e selected issues are of particular importance for the given research area because they have not been processed so far and are of particular interest as they can signifi cantly improve the appearance of companies in the metal-processing sector in the market.Also, the applicability of the results in practice is signifi cant, but it depends exclusively on the training of the management of the company, which could signifi cantly use these tools in everyday work.
Th e most important research objectives were: To determine whether companies have an organized marketing service and an appropriate marketing plan; To determine whether companies use digital marketing tools or just standard tools; To determine if businesses understand and see the benefi ts of digital marketing; To determine whether companies that do not use digital marketing tools intend to use these tools in the future; To determine whether companies already have or just need to realize their presence on the Internet and in digital media; To determine how much the company is willing and interested in digital marketing, etc.
Th e objectives of this research have a dual value:
• Pragmaticvalue -because they determine the usefulness of applying ICT in practice, or the application of digital marketing in enterprises, but also • Educational and scientifi cvalue -because they contribute to educating users, developing knowledge and acquiring scientifi c facts and knowledge about digital marketing in the economy.
Th e foreseentarget group -20 companies from the region of Prijedor (out of 24 operating in the metal-processing industry) -were selected and included as the target group. Th e size of the company varies according to the number of employees, but the vast majority has between 20 and 30 employees. All companies successfully operate in the region of Prijedor and beyond. Th e fi eld survey was conducted among the companies in the period November-December 2017. Th e survey answered by the senior representatives of the companies, usually topmanagers or owners of the companies and thus the results can be considered as highly relevant and accurate.
Th e relevantquestionnaire was designed in order to identify the facts and to gain knowledge primarily about the degree of acceptance of the use of digital marketing in enterprises dealing with metalworking activities in the region of Prijedor.A set of questions was created to determine the actual state of digital marketing in enterprises. Th ese issues sought to establish the factual situation about the marketing function and its relationship with the use of digital channels of communication with clients.Th e second set of questions was created with the aim of gaining knowledge about technical and technological assumptions in the company for conducting digital forms of marketing. Th e questions concerned the application of some of the existing media channels of communication.Th e third set of questions concerned the establishment of company information about digital marketing and its importance for the company.Th e fourth set of questions has been made so that one can learn about the future intent of the respondents (company representatives) about whether and how will they use digital marketing in the future?
RESULTS
Th e results show that companies do not think about marketing as a key business process. Th is kind of thinking is unfavourable for the further development of the sector because without theproperorganization of a marketing process it is not possible to infl uence consumers and customers to signifi cantly use the products of the metal processing sector. Every single company had a marketing plan, but that marketing plan did not contain a part that relates to digital marketing and strategy for use of digital channels.Also, the fact is that the marketing process is performed by the management and not by a marketing team.Without entering into reasons for this, the most probable reasons, as the majority are small private-owned companies, were the lack of trust and lack of funds to engage/employ the marketing team. Th e surveyshowed that the companies rarely use specialized marketing companies and agencies when it comes to the realization of marketing tasks. Th is phenomenon is mainly due to the state of the general lack of funds for such joint ventures, especially for small and medium-sized enterprises that are predominant in the metal processing sector in the area of Prijedor. Survey results confi rm this claim showing twice more respondents said they had never used the services of specialized marketing companies and agencies for marketing purposes. Th e reality of the metal processing sector in the city of Prijedor is that companies do not want to give up money to fi nance this kind of cooperation, but they decide to complete marketing tasks themselves and thus achieve savings, which may sometimes represent a loss rather than savings. One of the prerequisites for digital marketing is knowing the basics of classical and digital marketing process organization, as well as to identify the website as the starting point for advertising information about the company and its products.It is encouraging that most of themetalworking companies have web presentations that represent a valuable step towards integrating digital marketing into business. Even 9 respondents confi rmed that they updated the site on a monthly basis, while 5 companies said they did not have a website.Th e vast majority of respondents confi rmed the fact that they only have a web presentation, but not a web store. Th is means that websites are at the basic level of development and do not offer users more interactionand/or two-way communication in order to perform marketing tasks. Positive intentions for the introduction of e-commerce (web shop) were reported by only 2 respondents, which leads to the conclusion that the vast majority of respondents do not even think about theintroduction of web-based business.Th e reasons for such modest approach and low results lying in the fact that the companies do not employ specialised employees for maintenance of the web sitebut doing it onad hoc basis and outsourcing such services. According to the results of the survey, only 1/3 of the respondents have or intend to hire a special expert who takes into account the website of the company, and therefore about the eventual web store. Th e impression gained is that companies do not intend to develop IT and sell their products electronically. Th e reasons that lead to this kind of thinking may be diff erent and not the subject of this survey but can certainly represent an interesting fi eld of research in the future.Also, only one company opted to use SEO (Search Engine Optimization) tools to achieve better visibility on the Internet through the most popular search engines. Th e reason for such a negative result lies mostly in the fact that the majority of respondents do not know what SEO is? It is exactly here that you should look for reasons for using these tools in an insuffi cient way for better positioning on web browsers. Respondents had the opportunity to express their opinion on how to better implement marketing tasks -with the help of modern ICT or traditional tools? As it was expected, but contrary to what is being applied, the vast majority of respondents said that the future of marketing is in using modern ICT tools, not traditional ones. Th e advantages of using ICT in marketing relate to the relationship between invested and returned and easier access to clients, but certainly, the biggest gain is refl ected in the increased electronic availability of information. Th is means that companies, although they do not want to implement digital marketing, certainly understand its advantages in an indirect way and realize that in this way new clients and information can be reached that can improve their business and position. Th is fi nding confi rms insecurity and uncertainty in the minds of entrepreneurs about the advantages and needs of a digital and personalized business and work mode. Th e contradiction of understanding the benefi ts and not ready to invest in digital marketing can be justifi ed with various reasons -time needed to gain the profi t from digital marketing, level of initial investments, confi dence in outsourced work(ers) etc. Th is is very similar to one analysis done by Kapost company where only 40% of marketers considered that their digital marketing is eff ective and returns on investment, as shown in Figure 5 . Respondents had the opportunity to express their views on what digital media they see as the most useful for companies when it comes to advertising and promotion.Th e vast majority of respondents said they would give priority to online media, taking into account primarily their availability and low cost.However, respondents still believe that TV and radio are of great importance for advertising, although they are very expensive media. Th e companies seem to be inclined to invest in radio and TV promotion rather than online media and advertising. Determining the reasons for this kind of thinking was not the subject of this survey, but it can certainly be assumed that the high level of mistrust in online media is the reason for a more cautious and insuffi ciently developed approach to online advertising.Th e respondents stated that for advertising purposes (before the survey)they mostly used advertising via e-mail and social media advertising. E-mail as a modern form of communication in everyday business is the simplest form of communicating business messages to partners and clients and requires least of IT skills to deploy it. It is therefore not surprising that the vast majority of respondents have indicated e-mail as a very suitable tool for communicating with target groups. Th e problem of this communication is in its limitations to only those clients and customers whose email addresses are known or have come to the company in some way. Th e vast majority of respondents said they would continue to use e-mail and social networks for advertising. Th e companies surveyed showed that they have a sense of responsibility for the use of social networks as only three respondents used personal profi les and accounts on social networks to promote their company. Th is is a very common form of misrepresentation by the company's owners, but it is very positive that a larger number of respondents have personalized company's accounts. Respondents stated that they do not mix their posts with announcements of owners, which are usually non-commercial in nature and more private.As the most popular and most used social network according to the testimonies, the respondents marked "Facebook", which is why the most interviewed companies have accounts open there. Th e aim of this survey was not to determine the reasons for such decision, but this can be avery interesting investigation for social sciences. However, the answer from respondents on using Facebook is that Facebook is more open and user-friendly than other social networks. But again, this was just responded from some of therespondents and this was not the aim to investigate. More like a problem the author sees here alarge number of those companies not represented at social networks at all -7 respondents stated that they do not have any form of presence on social networks. In order to adequately exploit the potential of social networks, it is necessary to determine the strategy for advertising on social networks. Unfortunately, the respondents do not have any strategy or planhow to promoteand advertise on social networks, which means that they approach the promotion in an ad hoc way, depending on the current mood. Only one company expressed its intention to do such documents in the next short-term period, while other respondents consider that they need more time to design and develop such documents.
Figure 8: Education is crucial for agood strategy for social networks and there is a will among the respondents to do it (author)
DISCUSSION
Th e survey showed thenecessityto urgentlyorganize an education of entrepreneurs from the metal-processing sector about the importance of marketing as a business process, as well as investing in digital marketing. Special attention should be given to the importance of digital marketing tools and their advantages over the classical. During the education, the entrepreneurs should understand the diff erence between the management and marketing functions of the company and the adequate division of jobs into both domains of work. Although this is diffi cult in the current business environment in the city of Prijedor, entrepreneurs must have a higher level of awareness of the specifi cs of digital marketing and its organization. Th e management team has averyspecifi c task in the company and a recommendation is that the management function is separated from the marketing function whenever it is possible. Th is way the teams can be more focused on their basic activities and can have stronger synergy. Th e management team, as asuperior one, should control and direct the marketing team in order to achieve more favourable eff ects on investments in marketing. If the conditions in the company are not in favor of having own marketing team then the company should use services of external marketing companies providing it. Th e marketing as thebusiness process must be present and functional regardless the present situation and should be considered as along-term investment.
Entrepreneurs understand that modern ICT can improve their business, but there is a certain fear of applying them, probably due to the lack of education and confi dence in the returns invested in these technologies, due to the current business environment and the lack of specifi c legal solutions for e-commerce. However, further education is needed so that entrepreneurs can have a higher level of trust in e-commerce and its eff ects, as well as on the importance of engaging ICT experts in the company. Th e question of the job description of such experts is the question of the future development of the company and the thinking of the owners and management about it -where do they see the future of their company and how they see the future of the company's business? Certainly, their decision is fi nal, but it is necessary to point out the need for stronger IT support for everyday activities of the company.Management teams and company owners need to be fully aware of the phenomenon of placement on Internet browsers, as well as the use of SEO tools to achieve the best possible positioning. Th is overlaps with previous issues and their negative eff ects, which further emphasizes the need to engage ICT professionals in companies that would take constant care on the tasks for better positioning and maintenance. Furthermore, entrepreneurs need more knowledge about the online sale systems. Th e emphasis on e-commerce as the future business model is imperative for small companies with lack of funds for some serious marketing undertakings. Again, this cannot be done without themore serious engagement of ICT qualifi ed staff within the company or at least quality outsourcing of these services. Th e author prefers engagement of ICT staff against outsourcing due to the data security issues and timely response on possible problems related to all aspects of theelectronic model of business (including the privacy of client's data).
Th e entrepreneurs need further education on online media and ways of their functioning. Th ey have to have aclear vision of all their advantages and disadvantages and in particular the impact of online media on users. Th e entrepreneurs need to learn that online media become an everyday thing in modern business, even to the extent that some companies do business in virtual communities and get their income there. Th erefore, it is necessary for the company to open order making systems on the most popular social networks in order to connect with the target groups on these networks in order to use at least a part of this community and market. Th e social networks should be recognized as new markets, as new potentials of their businesses targeting new and existing customers.Various promotional activities, such as social networking games (including promotion of products or giving the products as anaward to the best competitor), have proved useful, thereby raising the number of visits to the order and the likelihood of fi nding new clients.Here, it is primarily to learn that paying social network campaigns can be targeted by product characteristics and business domains and to encourage companies to use social networks for promotional purposes and maintain contact with their clients.
CONCLUSION
From the above-mentioned elaboration of the survey questions, the following conclusions can be drawn on the answers to the questions raised in the subject and the research objectives.
Companies polled in this task were not fully familiar with the tools of digital and personalized marketing. Th ere is some unsystematic knowledge about this, but generally speaking, the level of knowledge about them is very low. Th erefore, more eff orts should be invested in the education of businessmen in terms of these tools.
Since the knowledge of these tools is limited, their use is also limited. From the results of the analysis, it is evident that there is progress towards their use, especially when it comes to e-mail marketing and the use of social networks, but this is still in a very early stage of development.
Although there is a large amount of distrust in online communication and media channels, metal processing companies in Prijedor region, although shyly are trying to get involved in contemporary trends. Th e impression is that they are still waiting for some kind of incentive (although not known from who?) to use digital marketing tools and promotion on the Internet more often and effi ciently, but there is certainly a strong intention to do it.
Th e problem is a business environment and in general a lack of understanding for the employment of specialized staff that would take care of this model of business. Th e companies do not want to invest in such an undertaking but are aware of the fact that this is aninevitability. Th e lack of organized marketing ser-
